This present study investigated the causal relationships among the dimensions of consumer-based brand equity in the context of service shop; and to improve the conceptualization of service quality, which serves as a sub-dimension of perceived quality. A total of 602 self-administrated questionnaires were distributed via non-probability sampling. Findings suggested that the dimensions of service quality in the service shop were comprised of tangibles, responsiveness, empathy, assurance, recovery, and knowledge. The causal effects of service quality are significantly greater than product cues in formatting favorable consumer response towards the brand. The major contribution is that it provides imperative insight into the development of consumer-based brand equity in the service industry that is based on typology-specific. Future study should include simultaneous examination of the four service quadrants as classified by Schmenner's (1986) , and investigates the universal dimensional of consumer-based brand equity in service industry by typology-specific.
Service Typology
According to Cook, Goh, and Chung (1999) , service typology can be classified into two specific dimensions; marketing-oriented and operations-oriented. Cook and his colleagues recommended the significance of interaction and integration of dimensions to service providers in order to express strategies and tactics for service improvement. In addition, Olorunniwo et al. (2006) empirically proved that service quality can be measured using a typology-specific framework, based on the classification scheme proposed by Schmenner (1986) . Such contributions have led to research interests in bringing parsimony to have better understanding of the characteristics that distinguish between service providers. Based on the degree of labor intensity and interaction/customization, Schmenner (1986) distinguished four quadrants of classified services in the service process system: service factory, service shop, mass services, and professional services. In this respect, this study positioned restaurant chains as service shop.
Service Quality Dimensions in the Service Shop
This study established service quality as typology-specific for two primary reasons; firstly, the utilization of a universal conceptualization of the service quality paradigm may be incapable of producing any results (Lovelock, 1983) and secondly, the quality of operational measures is important for the study of service quality (Lapierre, 1996) . The dimensions of service quality in the service shop are illustrated next, based on the research methodology of Olorunniwo et al. (2006) . According to Schmenner (1986) , service shop (restaurant chains) typically invests less on labor costs. Instead, restaurant chains often focus their investments on improving the technology of plant and equipment, as well as the overall physical environment (tangibles). In addition, restaurant chains adopt standard operating procedures to standardize their business processes and procedures (assurance). Schmenner (1986) also noted that service shop is unique for two reasons; firstly it has a high level of consumers' interaction with the service processes and secondly, it provides customized business services. Due to these distinctive nature, the quality of service shop often relies on human capital e.g. waiter, delivery person etc. (knowledge). Quality of service shop can also be extended by providing positive responses to consumers (responsiveness) and taking instantaneous corrective actions upon unwanted or unanticipated events (recovery). Customized business service is another unique characteristic of the service shop. Consumers can actively intervene in the service process, such as requesting for additional services or for particular attention. Service customization in restaurant chains today allow for "add on" items, change of beverages, customized set meals, variations of choices from the menu, self-service salad bars, make your own pizzas, 24-hour operations, drive-through or home deliveries (empathy). Ideally, service shop optimized the customization of service providers for the purpose of increasing customer satisfaction. Reliability is defined as the ability to perform the proposed service dependably and accurately. It includes qualities such as dependability, consistency, accuracy, and right the first time (Zeithaml, Parasuraman, & Berry, 1990) . Arguably, reliability might not serve as a vital dimension in the context of service shop. This is mainly because of the high investments in technological equipment and standard operating procedures that will contribute to the consistency and accuracy of business performances. Based on the review of literature, we hypothesized that: H1: In the perspective of service shop, the dominating dimensions of service quality are "Tangibles", "Responsiveness", "Empathy", "Assurance", "Recovery", and "Knowledge". "Reliability" might not serve as an important dimension in the context of service shop. Dodds, Monroe, and Grewal (1991) stated that brand awareness could have a positive effect on consumers' perceptions of quality and value, because it allows consumers to associate the brand with its product category. Brand awareness also refers to the strength of a brand's presence in consumers' minds (Aaker, 1996) . In a study conducted on bicycle brands, Grewal, Krishnan, Baker, & Borin (1998) revealed a positive and significant relationship between brand awareness and product quality. As a result, this study concluded that there is positive correlation between brand awareness and food quality as perceived by consumers. According to brand knowledge (Keller, 1993) , good evaluation of perceived quality will increase brand image. Therefore, good perception of food quality would drive to a positive brand image as there are strong, favorable, and unique associations linked to the brand due to greater brand attributes, benefits, and attitudes as perceived by consumers. Roberts, Morrison, Chandrashekaran, and Gordon (2004) justified that there is a causal order between perceived quality and loyalty, based on the purchase decision stages. That is, perceived quality was related to the information evaluation stage and brand loyalty was mainly associated to the purchase decision stage (Roberts et al., 2004) . Hence, positive evaluation of food quality has led to a higher possibility of brand loyalty, evidenced by repeated purchase behavior. Brand awareness affects consumers' decision making by influencing the formation and strength of associations in brand image. According to Hoyer and Brown (1990) , brand awareness generated differences in information processing, and these differences, which were created by brand associations in consumers' memories, directly affect brand image. Keller (1993 Keller ( , 1998 presented that brand image is the combination of favorability, strength, and uniqueness of brand associations. Thus, if consumers have favorable images towards a certain brand, then this process will lead to a positive influence on consumers' trust (Esch, Langner, Schmitt, & Geus, 2006; Flavián, Guinalíu, & Gurrea, 2006; Tan, Hishamuddin, & Devinaga, 2011) and eventually reinforce their loyalty (Kandampully & Hu, 2007; Tan, Tan, William, Michelle, & Liew, 2012) . Based on this premises, we hypothesized that:
Relationships among the Dimensions of Consumer-based Brand Equity
H2a: Food quality and brand awareness are positively correlated.
H2b: Food quality has a significant positive impact on brand image.
H2c: Food quality has a significant positive impact on brand loyalty.
H2d: Brand awareness has a significant positive impact on brand image.
H2e: Brand image has a significant positive impact on brand loyalty.
Service quality has a positive relationship with brand awareness, especially in the service industry. A study involving respondents of a bank revealed that service quality is significantly correlated with brand awareness (Zain, 2007) . In addition to that, service quality has a significant positive effect on perceived brand name value (Malai & Spece, 2010) , and this in turn contributes to company awareness and corporate image (Andreas, 2001 ). According to Aydin and Ozer (2005) , service quality is a function of consumers' consumption experiences, and these experiences lead to the formation of brand image. Hence, consumers' perceptions about service quality directly affect brand image. Paul, Gary, and Hsiao (2010) supported this fact; their studies revealed that service quality has a direct and positive effect on brand image. Their research also suggested that managers can enhance consumers' perceptions of private label brand image by improving the service quality related to the private label brands. Service quality is considered an antecedent to customer satisfaction (Cronin & Taylor, 1992; Rust & Oliver, 1994) and subsequently, customer satisfaction a determinant of brand loyalty (Aaker, 1996) . There is a positive and significant direct relationship between consumers' perceptions of service quality and their intentions to re-purchase, as well as willingness to recommend to others (Boulding et al., 1993; Parasuraman et al., 1988) . In addition to this, service providers that provide top-notch service quality will contribute to customer loyalty in service organizations (Gwinner, Gremler, & Bitner, 1998) and relationship stability (Hennig-Thurau & Klee, 1997) . Based on the discussions above, the following hypotheses were derived as below and a proposed framework for consumer-based brand equity in the service shop was presented in Figure 1: H3a: Service quality and brand awareness are positively correlated.
H3b: Service quality has a significant positive impact on brand image.
H3c: Service quality has a significant positive impact on brand loyalty. Figure 1 . A proposed framework for consumer-based brand equity in service shop
Research Methodology

Instrument and Measures
Five measurement items of brand loyalty were adapted from Aaker (1991) and one item from Yoo et al. (2000) . Referring to Keller's (1993) study on brand knowledge, there are two sub-dimensions of brand awareness, namely brand recognition and brand recall. Primarily, Keller (1998) declared that brand recognition takes place when consumers are able to confirm the brand, when a brand is given as a cue, even before brand exposure. On the other hand, brand recall takes place when consumers are able to recover a brand from memory, when cued with a given product category, the needs fulfilled by the category, or purchase and usage situations. Due to its applicability in self-administrated questionnaires, the element of brand recognition was incorporated in the design of the measurement of brand awareness. Two items were adapted from Aaker (1991), another two items from Yoo et al. (2000) , and one item from Gil et al. (2007) . The measurement of eight brand image items was employed from Kim and Kim (2005) . These scales were adapted as they are similarly based on restaurant chains. The final measure, food quality was measured as perceived in consumers' minds subjectively. Using Johns and Howard (1998) and Kivela, Inbakaran, and Reece (1999) items, our study had adapted four items: "X meals are fresh" "X meals are well-cooked" "X meals are well-presented" and "X offer a variety of food and beverages". For the measurement of "Tangibles", "Responsiveness", "Empathy", "Assurance", and "Reliability", SERVQUAL scales by Parasuraman et al. (1988) were adapted. This study made minimal wording changes to the original content of the instrument; the focus of this study was on the performance (SERVPERF) rather than on consumers' expectations and perceptions. This focus was deemed appropriate because the intent of this research is to examine the relative importance of the performance dimensions. The measurement of three "Recovery" items were employed from Olorunniwo et al. (2006) , and one item was adapted from Parasuraman, Zeithaml, and Berry (1985) . The final measure "Knowledge" was adapted from the works of Olorunniwo et al. (2006) ; based on their study of service factory. All the variables were measured using six-point scales. To assess the clarity of the question as well as the reliability and validity of the variable measures, a pilot study was first conducted by collecting surveys based on 150 undergraduate students. According to Nunnally (1978) , alpha coefficient between 0.50 and 0.60 is considered sufficient for pilot study. Referring to the results in Table 1 , the range for Cronbach's Alpha was from 0.73 to 0.90, which satisfied the cut-off value as suggested, and indicated internal consistency of the constructs. Normality is tested according to the common rule-of-thumb, which is to run descriptive statistics to determine both Skewness and Kurtosis. According to Tong (2006) , both Skewness and Kurtosis should be within the absolute value of 2 to indicate that the data are normally distributed. The results showed that the values of Skewness and Kurtosis of all the observed variables were within the absolute value of 2. Therefore, all of the listed instruments were used in the main study. Minor amendments were made on the arrangement and clarity of certain questions. The final version of instruments was presented in Appendix I.
Findings
Data was collected from a non-probability sample of six major shopping complexes in Malaysia (Sunway Pyramid, Berjaya Times Square, Mid Valley Megamall, Pavilion Kuala Lumpur, Dataran Pahlawan Megamall, and Mahkota Parade Shopping Mall) from August 13, 2010 to October 9, 2010. Based on respondents' last visitations and familiarity, they were allowed to select one of the seven restaurant chains (Starbucks, OldTown White Coffee, McDonalds', Pizza Hut, KFC, Sushi King or Secret Recipe) to complete an English version self-administered questionnaire. All variables were assessed through the respondents' perceptual evaluations and the recall of their experiences. Instructions emphasized that "there are no right or wrong answers; only your personal opinions matter" to minimize possible response bias (Aronson, Ellsworth, Carismith, & Gonzales, 1990) . Each respondent were given a gift token upon completion of the questionnaire.
Profile of Respondents
A total of 602 respondents participated in the survey and 40 were excluded due to incomplete responses. Thus, 562 questionnaires were used for further analysis; the profile of respondents was shown in Table 2 . Out of the pool of respondents, 49 % were men and 51% women. With respect to ethnic groups, 52% were Malay, followed by Chinese (35%), others (7%), and Indian (6%). Majority of respondents (90%) were below the age of 30 and earned less than RM 3,500 in monthly income (89%). Students dominated almost half of the sample size (49%), followed by private sector employees (34%), government servants (9%) and self-employed individuals (8%). The frequency distribution for monthly visitations were as follow: 39% one time, 31% two times, 13% three times, 17% four times and above. 
Data Analysis
The instrument validation process of service quality was based on the recommendation by Hair, Black, Babin, and Anderson (2010) and Lu, Lai, and Cheng (2007) . Firstly, exploratory measurement assessment was carried out using corrected item-total correlation; the recommended cut-off value is 0.50. This was followed by factor analysis with varimax rotation technique and principal components as the estimated method. The factor solution should explain at least half of each original variable's variance, thus communality value for each item should be 0.5 or higher. Following a conventional heuristic, item which carry a loading smaller than 0.4 on any factors were omitted. Furthermore, items that revealed cross-loadings greater than 0.4 on more than one factor were dropped because they did not provide a pure measure of a specific construct. Next, structural equation modeling (SEM) was conducted using SPSS AMOS (version 16) in two sub-models: a measure model and a structural model. First, a confirmatory factor analysis (CFA) identified the measurement model, which showed the relationship between the observed and latent variables. Fit indices included in the present study were the root mean square error of approximation (RMSEA), standardized root mean square residual (SRMR), goodness-of-fit index (GFI), adjusted goodness-of-fit index (AGFI), normed fit index (NFI), comparative fit index (CFI), and incremental fit index (IFI). The zero value for both SRMR and RMSEA indicated perfect fit, but models that score 0.8 or less on RMSEA and 0.5 or less on RMR are indicated to have sensible fit (Browne and Cudeck, 1993) . A value greater than 0.8 is desirable for AGFI, and values greater than 0.9 are desirable for CFI and NFI (Anderson & Gerbing, 1988) . Besides, a comprehensive assessment of construct validity was conducted, including convergent and discriminant validity (Bentler, 1983) . In addition, a third-order CFA was performed to provide a convincing model for both reliability and validity test (Marsh & Hocevar, 1985) . Finally, analysis of structural model was performed to estimate the relationships among latent variables, and also to test the complex relationships among constructs as hypothesized from literature review.
Assessing Fit between Proposed Models and Data
The 52-items instrument was first assessed for corrected item-total correlations (CITC), six items (T2, T4, F4, BA5, BI4, and BI5) were removed since the CITC value were lower than 0.50, showing that items were not measuring the same construct from the rest of the items (Lu et al., 2007) . Next, exploratory factor analysis was used to determine the number of factors for service quality in service shop. The 27-items instrument was analyzed using varimax rotation technique. K3, L1, L2, and R1 were removed from the next iteration of the principal component analysis due to failure in satisfying communalities value of 0.50. According to Hair et al. (2010) , it is common to consider a solution of about 60% as satisfactory in social sciences research. Table 3 showed the cumulative percent of explained variance was 60.22%. The eigenvalues was 9.80 for recovery/knowledge, 1.76 for responsiveness/assurance, 1.20 for empathy, and 1.10 for tangibles. Cross-loading item, such as L4 was eliminated; consequently, there was only one variable representing the construct of reliability, which was L3. As hypothesized in literature review, reliability is not a dominant dimension for service shop; therefore, the exclusion of reliability construct was empirically proven in this study. Table 3 . Factor loadings for the underlying dimensions of service quality Byrne (2010) argued that model satisfactoriness judgment should take into account for both theoretical and empirical justifications. Empirically, the current results from factor analysis suggested that the recovery/knowledge and responsiveness/assurance constructs should be combined. However, from theoretical perspective, both recovery and knowledge dimensions are conceptually dissimilar factors. Recovery is the effort an organization makes to recompense for the unconstructive effects of a failure or breakdown (Zemke & Schaaf, 1989) , and knowledge is defined as the competence and knowledge of service providers, and possession of necessary skills (Olorunniwo et al., 2006) . Similar to the responsiveness dimension (the willingness to help customers and provide prompt service) and assurance (the knowledge and courtesy of employees and their abilities to convey trust and confidence), both of the constructs are conceptually very dissimilar variables (Zeithaml et al., 1990) . In order to generate a more convincing result, discriminant validity was examined in next the section (see Table 5 ), which indicated that each construct is truly distinct from other constructs in the study (Hair et al., 2010) . Table 4 . Construct validity could be identified by satisfying both convergent validity and discriminant validity (Hair, 2010) . Concerning convergent validity criteria, items will be removed if: (1) the standardized loadings scores below 0.5 (Hair et al., 2010) ; (2) any pair items of standardized residuals are greater than l4.0l (Hair et al., 2010) ; and (3) observed variable has two or more factor loadings exceeding the l0.10l threshold value (Byrne, 2010) . The process led to the successive removal of T3, E2, BI2, BI3, BI6 and BI7 items. After the purification process, majority of the standardized loadings were above 0.7. As such, the results supported the issue of convergent validity (Anderson & Gerbing, 1988) . Furthermore, all constructs exceeded the cut-off value of composite reliability 0.7 (Nunnally, 1978) and variance extracted 0.5 (Fornell and Larker, 1981) . With respect to discriminant validity, the variance extracted for each construct should be greater than the squared inter-construct correlations between a construct and all other constructs in the model (Fornell & Larcker, 1981) . Referring to Table 5 , the analysis presented adequate results for all constructs. Again, this study have produced concrete empirical evidences to support the construct validity, particularly for "Recovery", "Knowledge", "Responsiveness", and "Assurance"; arguing that all the ten constructs are to be modeled as disaggregated multi-components measure. As a result, H1 was satisfied and accepted.
Assessing Convergent and Discriminant Validity of Model
Third-order Confirmatory Factor Analysis
According to Bentler (2005) , just-identified model will be incurred in second or third-order model, however, such problem can be solved by placing equality constraints on particular parameters at the upper level known to yield estimates that are approximately equal (Byrne, 2010) . Critical ratio difference method was employed to constrain variances of the residuals associated with "Empathy" and "Knowledge" (second-order CFA) to be equal, as well as "Service quality" and "Brand image" (third-order CFA). As such, the higher order level of the model will be over-identified with one degree of freedom (Byrne, 2010) . The third-order confirmatory factor analysis showed a sensible fit of consumer-based brand equity model to the data in the basic of fit statistics (X²/df = 2.356, RMSEA = 0.049, SRMR = 0.057, GFI = 0.886, AGFI = 0.867, NFI = 0.889, CFI = 0.933, IFI = 0.933). Referring to Figure 2 , all the first-order (second-order) constructs significantly influence service quality (brand equity) in the same way. The results have provided a strong validity and reliability of brand equity model.
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International Journal of Marketing Studies Vol. 4, No. 4; Importantly, it highlighted that service quality (β = 0.76) appears to be slightly more significant than brand awareness (β = 0.64) and brand image (β = 0.66) in the context of service shop. Table 6 presented the detailed results. Empirical results supported the six dimensions of service quality, as proposed by H1. Concentrating on the six identified dimensions of service quality, "Assurance" appeared to be the most important dimension (β = 0.88, t value = 18.99), whereas "Empathy" was shown to be the least important dimension among other dimensions (β = 0.81, t value = 12.17). The correlation between food quality and brand awareness was supported in H2a. With respect to H2b, the causal relationship between food quality and brand image was not supported (β = 0.09, t value = 1.03). In the same vein, H2d was not significant, thus the causal relationship between brand awareness and brand image was not supported (β = 0.13, t value = 1.90). However, the results showed the level of brand loyalty is positively related to the evidence of food quality (β = 0.18, t value = 2.80) and brand image (β = 0.39, t value = 8.08). Thus, only H2a, H2c and H2e were supported. On the other hand, the result indicated that there was significant correlation between service quality and brand awareness (β = 0.59, t value = 10.73). Besides, there were positive and significant values of service quality on brand image (β = 0.30, t value = 3.28) and brand loyalty (β = 0.40, t value = 6.20).
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Conclusions
This study attempted to develop a consumer-based brand equity model in the context of service shop. In this view, a conceptual model was proposed in which consumer perceptions of service quality functions as a sub-dimension of perceived quality in the service shop quadrant. The perception of service provider directly affects the creation of consumer's brand knowledge (Aziz & Yasin, 2010; Bamert & Wehrli, 2005 , Keller, 2003 . The results highlighted that the dimensions of service quality can be indicated by typology-specific, which is in line with the study of service factory (Olorunniwo et al., 2006) . Particularly, this study had attempted to indicate a consistent classification scheme for services; which focused on the level of labor intensity and customer interaction. Based on results reported in the present study, service quality of the service shop was dominated by "Tangibles", "Responsiveness", "Empathy", "Assurance", "Recovery", and "Knowledge". Notably, reliability dimension failed to reveal an important role. However, researchers and practitioners should exercise caution in the understanding of these findings. For instance, there is a need to ensure the dependability, consistency, and accuracy of operation if the service shop does not have high investment for technology equipments and standard operating procedures. This study is consistent with the observation of Christodoulides and de Chernatony (2010) , "a brand equity monitor should incorporate dimensions that drive value within the specific industry." The findings verified our initial hypothesis, that consumer-based brand equity in the service sector is best understood in a typology-specific, which is represented by four underlying dimensions, and perceived quality was decomposed into product quality and service quality. The results also indicated food quality (product quality) was loaded slightly greater than service quality on the brand equity factors. However, service quality was found to have significant causal relationships on brand awareness, brand image and brand loyalty. On the other hand, food quality (product quality) did not contribute significantly on brand image; contribute low t value and standardized coefficient (0.18 and 2.80 respectively) on brand loyalty even though there were statistical significance. The findings indicated that service quality is an important driver of consumer-based brand equity in the service shop, its causal effects is significantly greater than product quality in formatting favorable consumer response towards the brand.
Managerial Implication
The outcomes of the study provide an insight for service shop managers to develop relevant branding strategies www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 4, No. 4; which are applicable to their respective organizations. The results imply that service shop managers should significantly consider service quality when endeavoring to build definite brand equity from consumers' viewpoints. One of the most important conclusions that may be drawn from this study lies in the fact that service quality of a specific brand is found to be a vital element that affect the creation of brand equity in the service shop business. This may be due to the basis that service shop businesses need superior service delivery schemes to consumers. The results suggest that product quality alone do not guarantee strong, favorable, and unique associations linked to the brand image. Brand-building activity can be exercised by carefully allocating the efforts on service providers. The findings and strategies implications for each of the service quality dimensions observed are illustrated.
Tangibles
Restaurants' interior ambience and cleanliness are as important as they have influence on the dimensions of brand equity. The tangible attributes, such as the physical facilities (e.g., building, chairs, tables, washroom areas, and lightings) must be consistent with the theme of service shop and the setup of the premises, as consumers can easily recognize a certain brand of service shop. Managers can create standardized guidelines pertaining to both the interior and exterior designs. Given the limited amount of space available in the chosen premises, it is crucial that sufficient sitting capacity could accommodate a certain number of consumers at a given time, whilst maintaining the comfort level. Constant supervisions are required to assure compliance to the set guidelines. Managers should provide intensive training to the employees in the area of food preparation, ranging from selection of raw materials to food presentation techniques. The ongoing training for human capital will help managers to instill a work culture that emphasizes cleanliness, tidiness and appropriate dress code.
Responsiveness
Service shop managers should emphasize training programs and seminars that are based on people skills to create employees that have the capabilities engaging consumers pleasantly. The focus of people skills should be based on the improvement of communication, which is vital so that employees are able to breeze through in engaging consumers. Reward system such as "Employee of the Month" exercises and monetary incentives can be used to encourage responsiveness of employees towards consumer needs. Evaluation of employees' responsiveness can be carried out through consumers' testimonials in terms of their perceptions towards employees' people skills. An employee with a great sense of hospitality to consumers would reflect a favorable brand image. In building brand loyalty through responsiveness to consumer needs, managers should focus on implementing a reward system to employees, who effectively and proactively handle consumers' complaints. Managers can implement merit points accumulation programs for employees, in which each employee are to accumulate as many merit points from consumers. Accumulated merits points can be converted to cash vouchers, annual leaves, or even a short-holiday incentive. This reward system will encourage the employees to work for their points through providing the best consumer service, hence creating brand equity.
Empathy
To create brand equity for service shop, managers should position themselves in showing much empathy or have better understanding in fulfilling consumer needs, compared to the competitors, such as the availability of sauces, sugar, and black pepper. Strategically located premises are one strategy that enables consumers to conveniently locate and visit the premise. Managers should consider that the 'chosen location' for the premise provides adequate parking spaces, a smooth traffic flow, and notable entrance. Innovation in new set meals or introducing new flavors from time to time enables service shop to a reach wider range of consumers, while retaining the existing consumers.
Ansurance
Installation of CCTV at various strategic points in the premise would instill a sense of security among consumers. For example main entrances, cash points and parking areas. In addition to that, well-lit parking areas are favorable because these areas are highly prone to crimes. Most employees are unaware about the consequences of mishandling of customers' financial information. To address that, collaborations with professionals from the banking industry to develop training programs for employees regarding the appropriateness in handling financial information of consumers are recommended. Employees must be trained to be tactful when requesting for customers' confidential information, namely credit card numbers and other personal information, to assure consumers that the confidential information disclosed by them are handled professionally and diligently.
Recovery
The service shop must create service recovery guidelines for employees' compliance to empower them to take
